Virtual Worlds are a significant new market environment for brand-building through experiential customer service interactions. Using value theory, this paper aims to assess the experiential brand value of real-life brands that have moved to the Virtual World of Second Life. A key premise is that current brand offerings in Virtual Worlds do not offer consumers adequate experiential value. The results demonstrate both the validity of an axiological approach to examining brand value, and the apparent problems in consumer perceptions of the experiential value of brands within the Virtual World. A key finding is the difficulty in creating emotional brand value in Second Life which has serious implications for the sustainability of current real-life brands in Virtual Worlds. The paper rounds off with conclusions and implications for future research and practice in this very new area.
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Introduction
In our changing market environment, an increasing number of organizations are centering upon embracing technology-based service designs as a mechanism for enhancing customers'
brand experiences [1] [2] [3] . Virtual Worlds are one such technology-based servicescape that offers consumers a unique experiential experience [1] . These three-dimensional, computer-generated Virtual Worlds are emerging as a potentially important platform for businesses to communicate with current and prospective customers, and many companies have invested in building a presence in this virtual environment [4] .
Virtual Worlds are currently recognized as service platforms for organizations as they offer users (consumers) the opportunity to experientially interact with the environment [5] [6] [7] . Through avatars, members of a Virtual World can engage in rich world 'experiences' via a variety of interactions with; other users, the simulated environment and branded products and services [8] .
It is this level of connectivity between consumers and organizations within Virtual Worlds that offers brands heightened opportunities to experientially engage their consumers through communication, collaboration and cooperation [9] . This enhanced connectivity in Virtual Worlds fundamentally changes the way organizations can create and sustain value for their customers.
Hence, while we can acknowledge that brand promises equate to experiences that customers can expect from the interactions they encounter with a brand [10] , little research has explored the dimensions of brand value in Virtual Worlds. That is, how well are brands able to engage with consumers at the sensory, cognitive, emotional and behavioral levels in these virtual platforms?
This research seeks to extend the current field of inquiry which has focused upon understanding how aspects of branding, in technology-based platforms, impacts consumer reactions [11] [12] [13] [14] [15] . In moving towards enhanced understanding, we adopt a brand perspective aimed to evaluate the value of brand experiences within this context. In doing so, we define Virtual Worlds as three-dimensional, computer-generated environments that incorporate aspects similar to our 'real world' [4] . In this vein Virtual Worlds are viewed as interactive platforms or "experience worlds" which allow the user (customer) freedom of choice within the environment.
Choice to engage in experiences such as, social networking, the buying and selling of digital content, education, entertainment, all of which can be defined as 'virtual brand experiences'. We postulate that brand experiences in Virtual Worlds, which involve both, internal consumer responses (feelings and cognitions), and behavioral responses evoked by brand-related stimuli [16] are laden with challenges which are inherently different to those in a real-life brand setting.
In support of this premise, we identify that organizations who utilize Virtual Worlds are placed in the tenuous position of needing to clearly communicate brand promises to consumers regarding the experience of interacting with them in lieu of direct measures of service/product quality.
Specifically this study aims to investigate how customers perceive experiential brand value of real-life brands that have established a presence in the Virtual World of Second Life.
The research objective is to examine whether brand experiences in Virtual Worlds are able to create experiential value for consumers and to do so using an instrument based on Hartman's [17] axiological theory. Within Hartman's [17] axiological theory, value is construed as a multidimensional construct which measures logical, practical and emotional ways of perceiving reality. As such, this study extends the understanding of sustaining a brand in a virtual environment by investigating brand value perceptions. The structure of the paper is as follows.
The following section explores customer experiences in Virtual Worlds as well as the presence and value of brand experiences in Virtual Worlds. This is followed by a section which highlights the hypotheses that this study specifically addresses. The ensuing section summarizes the research method, after which follows the research findings. The article then concludes with a discussion, conclusions, limitations, and implications for research and practice in this very new area of investigation.
Literature review

Virtual Worlds
Mitham [18] estimates that consumer Virtual Worlds will produce US$7.29 billion in revenues in 2013. KZero [19] purported that the combined population of registered accounts for [8, [24] [25] . Indeed, Second Life has experienced the greatest number and variety of real-life brands of any Virtual World, which encourages its selection as the virtual platform for this study.
Brand experiences in Virtual Worlds
Virtual Worlds appear to provide an extraordinarily diverse range of possible experiential opportunities that can be identified as brand experiences [26] [27] . In acknowledging the premise that within Virtual Worlds such as Second Life brands can be construed as vehicles of brand experiences, rather than seeing the brand as a proxy for the real-life situations, then sites and virtual locations therefore refer to a brands' experiential capacity.
Establishing a brand in the Virtual World can provide a number of benefits for a business including, enhanced brand experience through engagement with the Virtual World community. explored the extent to which these environments deliver customer value through virtual brand interactions.
Evaluating the value of brand experience in Virtual Worlds
Brands have been traditionally conceptualized as a name, symbol, term or logo which communicates a message about a marketing entity [28] . Brands engage customers through these mechanisms in order to deliver customer-directed meaning or promises [29] . Hence consumers engage in cognitive processing which allows complex brand attributes to be communicated.
The marketing literature contains a number of models which authors suggest cover the essential dimensions of brands such as, customer-based brand equity [29] [30] and brand personality [31] . These models have different foci. Whereas customer-based brand equity attempts to assess the differential effects of brand knowledge to the marketing of the brand, via sub-constructs such as brand loyalty, brand awareness, perceived quality of the brand and brand associations, brand personality strives to capture the personality traits that consumers see in the brand. Value can be ascribed to a brand based on these interpretations of worth, quality, understanding and identity however, these constructs appear to rely on consumer preferences which are heavily cognitively focused [32] [33] . What is required in the case of experiential service branding is rather a more encompassing assessment of the value of the brand experience.
That is, given that experiential service experiences are defined as, "the cognitive, affective and behavioral reactions associated with a specific service event" ( [32] p. 51), it can be argued that the brand experience for a customer is derivative of symbolic meanings as to thoughts, feelings and behaviors regarding the brand experience.
Service branding literature offers further support for this premise purporting that functional, technical and emotional aspects of the brand must be measured to fully access the brand interactions [16, 37] . This conceptualization identifies the need for a broadened approach to the measurement of brand value in experiential services, particularly with a focus on the unique inclusion of emotional value [35] .
Marketing management typically narrowly construes value as the consumer trade-off between benefits and sacrifices [38] [39] or as customer-life-time-value (CLV) from the perspective of the marketing manager [40] . In consumer behavior, however, a more holistic approach is normally taken by conceptualizing value as: "an interactive relativistic preference experience" ([41] p. 9).
Summarizing the state of value research as scattered and non-conclusive Sanchez-Fernandez, Iniesta-Bonillo and Holbrook [42] find that no single conceptualization has won universal acceptance. The authors subsequently argue for using a more extensive conceptualization of brand value.
This study applies a different way of measuring value, namely that of the science of value (i.e., axiology). In this latter model of value all conceptual domains within service branding discussed above become visible such as the affective, the cognitive and the behavioral. As such, the axiology model is both a more comprehensive, and a more focused way of modeling brand value. From a consumer perspective, these dimensions reflect consumer reactions derived from brand interactions [32] . From a branding perspective, the brand image needs to reflect all aspects of the consumer's service experience which includes the attributes, utilitarian properties and symbolic meaning attributed by the consumer [43] . Profile) and its underlying theory has verified the value dimensions [45] and its empirical validity [46] . In management research Mattsson [47] was the first to apply and validate Hartman's value theory in a great number of business contexts. Since then a number of marketing applications have also validated the Hartman approach to values [48] [49] [50] . This study adopts the scale used by Barnes and Mattsson [5] which differentiates between the three key dimensions of brand valueemotions (E), practical (P) and logical (L) -based on their degree of richness. Hartman [17] proposed that the emotion (intrinsic) dimension is deemed to be far richer than the practical (extrinsic) dimension, which in turn, is far richer than the logical (systemic) dimension. Thereby creating a hierarchal ordering of values with emotional perceptions rated the highest and logical perceptions rated the lowest. For a brand to be perceived as offering high brand value all aspects of the brand should be perceived, with an emphasis on the emotional dimensions as a key indicator of high brand value perceptions.
An emphasis on the emotional dimension of brand values
Positive feelings and emotions of consumers have been postulated as being derived from consumption experiences in services [32] . This is increasingly the case for experience-centric service contexts whereby emotional connections with customers is touted as an important component of the overall customer experience [3, 51] . The stimulation of sensory information such that the participant feels that the experience is from real-life is one goal of Virtual Worlds [52] . Little doubt exists that Virtual Worlds are becoming increasingly realistic or believable [53] , and that the development of sophisticated electronic agents, that is, avatars with artificial intelligence, can invoke an emotional response [54] [55] . However, such an emotional response relies on the creation of context and effective stimuli [56] [57] such that the design of technology is capable of eliciting different emotional responses.
Many competing psychological theories aim to explain the invocation of emotion from the perception of an event (e.g., see [56] [57] [58] [59] [60] ). Each of them suggests a link from arousal and emotion to an event and a context, albeit with different sequences and mediators in each model. For example, under the Cannon-Bard theory of emotion, emotion and arousal (physiological responses) occur concurrently [58] , while under the Schachter-Singer theory, an event is thought to elicit arousal however, an emotion is only identified as a result of the reasoning which occurs in relation to the arousal [59] . In relation to marketing, research has highlighted that advertising often serves to invoke an emotional response [61] [62] [63] . Thus, while each theory differs, the underlying premise is that a significant enough event must occur within the Virtual World to trigger an emotional response.
Emotional responses to events in Virtual Worlds have been attributed to the believability of events, such that the generated experience for the participant feels real and triggers a positive emotional response [52] . Pertinent believability factors which are seen to elicit emotional responses in the Virtual Worlds literature include levels of autonomy, presentation, immersion and interactivity [52, [64] [65] . Autonomy refers to the degree to which users can operate independently, without assistance. Presentation refers to whether the virtual environment appears as real as real-life. Immersion refers to the level of presence that the user feels in the Virtual
World, both at a sensory and a perceptual level. Typically the feeling of presence relies on accurate use of semantics to suppress disbelief and enhance believability. For brand representations, brand imagery is important [66] . Finally, and related to the last element that can enhance the believability of events and thus evoke emotive responses [64] , interactivity refers to the level of realistic reactive behavior. This area is the most difficult to achieve and relies on providing an experience that is dynamic and responsive.
Despite the saliency of establishing emotional connections with customers in Virtual Worlds, in order to engage them in brand experiences, difficulties in achieving emotional experiences for real-life brands in Second Life have been established [4, 67] . Three of these brands are recognized as luxury brands in real-life that rely on a significant component of emotional branding (Mercedes, Armani, and Hublot) [68] ; one of the brands, Dell is a more functional brand [68] .
In applying the above taxonomy to the evaluation of the emotive potential of each of the selected brands the authors determined the following: autonomy is clearly apparent in contemporary Virtual Worlds and particularly in social orientated worlds such as Second Life [69] . Presentation is an area of rapid development for Virtual World developers and designers.
For example, Second Life is improving rapidly in this space, and many examples demonstrate new advances and emulated real-life locations, events and experiences. However, although most of the brands contain realistic elements, they also have other aspects that are distinctly synthetic or badly organized, with limited use of brand imagery. Typically, little exists in the brand locations to attract users and the level of immersion appears low. The most problematic aspect of the brand offerings is that of interactivity. The literature suggests that Virtual Worlds can be very interactive and thus create emotion responses [54] [55] . However, none of the brands appear to take advantage of this capability and electronic agents were absent. Few, if any, opportunities exist to interact and much of the brand provision was static. Overall, the framework suggests that the brand experiences in Second Life lend themselves poorly to garnering an emotional response. However,
H2: The emotional value of brand experience is lower than the logical and practical value dimensions in Second Life
These hypotheses underpin the examination of axiological brand value in Second Life. The paper will now explain the particular approach of the study.
Methodology
Brand value measurement
This study makes use of an established values model to predict consumer preferences with regard to brand experience values. As discussed above, the study bases its foundation on
Hartman's axiology and adopts survey items from Barnes and Mattsson [5] . Hartman's [17, 70] value profile instrument has guidelines as to the formulations of items. The clarifications of
Mattsson [47] [48] reflect the underlying theoretical combination of the value dimensions for each value type. The model identifies three dimensions of values which reflect a consumer's perceptions, these are identified by Barnes and Mattsson [5] as, emotional (E), practical (P) and logical (L). These three dimensions reflect Hartman's [17] original constructs of intrinsic, extrinsic and systematic, respectively. In addition, an overall item assists in measuring predictive validity to assess the overall value or goodness of the brand in Second Life, for example, "Dell is a good brand." The reason for using the expression "good brand" is the clear relation to the basic definition of value (in the science of value) namely: "the degree of goodness" seen in a thing.
Hartman's model of value types gives rise to nine basic types each formulated as an expression. In practical terms each value type requires translation into a value expression to become operational. When formulating these expressions the second position refers to "the thing"
to be evaluated, or in other words, "the object of thought". The second position refers to "how" to evaluate this "thing." Different kinds of words represent either the object of thought (second position in the letter combination e.g., E-E), or how the evaluation is carried out (first position).
In formulating a value expression (item) one needs to find appropriate everyday words to express both "the thing" and "how" to evaluate. Most of the time a substantive exemplifies "the thing"
and an adjective signals "how" to evaluate. Here the brand is the target of evaluation.
Consequently, the research instrument needs to portray the brand in all its aspects, namely by using the structural properties of the nine value types which cover the realm of human values.
Hence, the instrument captures the E dimension via words that have a strong emotional loading like "pride" or "feeling." The items in the P dimension represent tangible things or verbs such as "get" or "does." Expressions in the L dimension capture abstract ideas or words such as survey items are provided in Table 3 .
[Insert table 3 about here]
Data collection
Respondents rate each item on a seven-step bipolar scale from "strongly agree" (7) Every respondent was paid a survey incentive of L$250 (Linden dollars -the currency in Second Life which was equivalent to approx. 95 U.S. cents) directly from the bot. The research design utilizes a non-conditional incentive, since evidence suggests that such an approach is likely to improve response rates in social science research over conditional incentives such as a prize draw [71] . Further, evidence suggests that incentives do not necessarily bias sample composition or data quality and are more likely to attract harder to reach groups, by providing motivation [72] . The survey ran until more than 200 responses per brand had been collected.
Overall, 1039 responses were received for the four brands.
Analytic approach
The study used two sets of analyses. In the first set, the dimensionality, validity and reliability of the scale from Barnes and Mattsson [5] are thoroughly tested. A standard covariance structural equation modeling approach with AMOS 16.0 was used to test the dimensionality of the scale and confirm the second order structure. This approach is limited to the use of reflective indicators and requires a larger sample size but enables a more confirmatory factor-analytic test of the axiological model using standard goodness-of-fit metrics [73] .
The study also used a variance maximization approach which, while not a factor analytic technique in the pure sense, is able to handle formative relations, has the advantage of being effective on small samples and does not require distributional assumptions of the sample [74] [75] .
PLS path modeling is an ideal technique for more exploratory structural equation analysis, albeit more limited in goodness-of-fit tests. PLS was used with the formative indicators to model the value pattern for each brand examined. The two models tested appear in figure 1 (a) and (b).
[Insert Fig. 1 about here]
The study includes an evaluation of the pattern of perceived values for each brand. When respondents complete the survey one cannot expect them to fully cover the complete set of (nine) value types when relating to a certain brand. Instead one should expect them to be biased and to focus on a few of them. In this study the aim is to investigate value patterns of brands, that is the way in which value dimensions are perceived for each brand, and not only individual value types.
Therefore the study requires a way to statistically discriminate those value types which are in focus from those other value types of minor interest. The argument is as follows: the Hartman value realm is a theoretical scheme embedded in human perception and cognition. The study here postulates, nevertheless, that respondents are able to differentiate between the three main value dimensions -E, P and L. Hence, a group of respondents who clearly link a value type of a certain perspective, for example E-X, with the corresponding latent construct of the E-dimension, is defined as seeing that value type inherent in the brand. Inherent means that the brand as an entity is assigned this value type. In this study this outcome is achieved using formative indicators in Smart-PLS 2.0 [76] , as shown in figure 1(b) . In order to test the validity and reliability of the scale and its dimensions, PLS path modeling was applied with reflective indicators, using the model shown in figure 1(a) .
Results
In all, the study includes 1039 responses across the four brands. Some 38% of the sample is male and 62% female, with a median age of 25 to 34 years and a median weekly usage of 10 to 30 hours. Overall, Armani rated as the best brand in terms of the overall mean of goodness (M=5.6), followed by Dell (M=5.4), Mercedes (M=5.3) and Hublot (M=4.9).
Assessing the dimensionality, validity and reliability of the value model
The study assessed the dimensionality of the scale via a large sample and a confirmatory covariance structural equation modeling approach. To this end, the study tested models 1 to 3 in [Insert fig. 2 about here]
The study tested the predictive validity of the axiological scale via the single-item approach [79] , utilizing the single measure of overall value or goodness; r is the usual statistic for reporting a validity coefficient in the psychometric test literature for predictive validity (e.g., [80] ). Table 5 shows the results of the tests of predictive validity for each of the brands and overall. As can be seen, the levels of r and R 2 are substantial and each is significant at the 0.1% level, demonstrating that the scale had good predictive validity.
[ 
Analysis of value patterns
The analyses included PLS models with formative indicators to estimate how the respondents perceived the value pattern for each brand. This analysis set out to discriminate between those values seen in the object (i.e., significant as to the impact of goodness), and others not seen, but available anyway. For a value item to be significant in the assessment of value for a specific brand, the t-values should be significant for both the item and the path to the overall item (i.e., goodness). Otherwise, the value has no impact on goodness (overall). The larger the weighting, the more important and clear a value is to respondents. Table 7 summarizes the results of PLS path modeling (Centroid Weighting Scheme). The overall levels of R 2 were considerable, ranging from 0.475 to 0.731. Examining the value pattern for the brands, the following findings were notable:
• Mercedes showed strong drivers from the logical dimension (p < .001), specifically items L-P (p < .01) and L-E (p < .05), indicating practicality (as measured by "symbol of quality") and uniqueness. L-L, which refers to conformance to specifications (i.e., accurate information), was almost significant (p < .10). All other items were significant (p < .05) or almost significant (p < .10), but the analysis discarded these due to non-significant paths in the model.
• Armani demonstrated an influence from emotional and logical dimensions (both p < .05).
Again, L-P (p < .001) and L-E (p < .01) were important, referring to the practicality (i.e., quality) and uniqueness of the brand, along with E-E and E-L (both p < .05), demonstrating an infusion of emotional content in the brand. The analysis discarded the items for the practical dimension due to a non-significant path.
• Dell appeared to rely on the logical dimension for brand value, focusing exclusively on practicality or reliability via L-P. Item L-E was almost significant, as was the path for the practical dimension, where items P-P and P-L were significant.
• Hublot was influenced by practical and logical dimensions (both p < .05), particularly P-P (p < .001), L-E and P-L (p < .01), and L-P (p < .05), demonstrating practical and logical valuations of worth, uniqueness and quality.
[Insert table 7 about here] Table 8 summarizes the findings across the four brands. The use of PLS with formative indicators clearly differentiates the key values in the brands. They conform across types and the most prominent drivers are Logical and Practical dimensions. The Emotional dimension is all but absent, and displays significance only for one brand, which is by far the most luxury-oriented and emotional of the brands -the fashion-house Armani [70] . Hence, these findings offer support for H2. The most prevalent indicator, apparent in all brand evaluations, is L-P, which refers to logical evaluation of practical value or reliability and is measured in the instrument by "…symbol of quality." This item is eighth in the axiological measuring rod and demonstrates a lower level of overall brand value. Also important and surfacing in three brands is L-E. Overall the axiological value pattern clearly focuses on the lower half of the axiological scale which demonstrates the presence of low brand value for these brands in Second Life. 24 [Insert table 8 about here]
Discussion and conclusions
Experiential brand experiences in the Virtual World
The results of the analysis support our over-riding hypothesis that the brand presences established in Second Life generally provide only low-end experiential value -that is, value at the bottom of the axiological scale -and that richer value types at the high-end are all but absent.
The results confirm Hypothesis 2in all cases but one: emotional value is not a significant determinant of overall brand experience value in Second Life. This finding bodes particularly badly for the brands investigated, especially since the three deluxe brands are recognized as having high level emotional branding strategies.
The emotional experience of brands that emerge in the study are somewhat indicative of the virtual servicescape offered in Virtual Worlds. Emotional response occurs with significant interaction and engagement from the customer and that is something that the Second Life locations fail to provide. The emotional real-life brand and the images displayed around the upmarket, recreated Armani store do help to create a feeling of emotional brand value, albeit relatively weak, but the static nature of the location and the lack of interactivity draw doubt over the sustainability of this value (note: the Armani location in Second Life has since closed). No mechanisms exist to increase stickiness at the brand location; no interactive displays occupy the customer at the site and indeed, little reason occurs for customers visiting the site to return.
Overall, the immersed users of the Second Life experience only typically see practical and logical dimensions. They stand out in comparison to the emotional dimension.
The implications are that underperforming Virtual World brand experiences need to considerably improve their efforts. To build emotional brand value -which appears at the top of the axiological instrument but that current brand offerings poorly represent -firms need to advance in terms of the inclusion of emotional content (i.e., carefully chosen brand images, realistic 3D representations, and other multimedia) and interactive content and mechanisms that drive a positive emotional experience that, in turn, creates very high brand value (e.g., the Gossip
Girl TV series at the Warner Bros. location in Second Life). Static experiences that developers do not periodically update and that do not create a compelling reason for repeat visits or word-ofmouth are unlikely to create more than low-end, short-lived value.
This study also contributes to the understanding of the recent failures of real-life brands in Second Life, particularly in terms of the inability of early movers to the Virtual World in eliciting emotional responses from consumers. This is based on the fact that 3 of the 4 brands analyzed within this study have since removed their brand experience from Second Life. This research is therefore unique in that it empirically examines prominent real-life brands in Second Life in the short time period before their subsequent demise. While causal inferences between brand value perceptions and the removal of brand presence from Second Life cannot be directly supported through these findings, we note that the low emotional value displayed in these brands may have resulted in negative consumer reactions such as decreased customer satisfaction and decreased perceptions of service quality, which are linked to unsatisfactory consumer experiences and poor consumer engagement [1, 82] .
Customer satisfaction with virtual service brand experience is derived from brand-related promises of quality as well as the subjective experiences, thoughts, feelings, sensations that occur during the encounter [83] . Hence, it is clear that this research offers empirical support to previous service research in that it denotes the significance of engaging customers across all aspects of engagement -emotional, physical and intellectual [3, [83] [84] [85] . While we recognise the strengths of our results, it is worth noting some research limitations. Data collection via avatar survey bots could be considered imperfect to the extent that the actual population is indefinite and the sampling approach is one of self-selection. However, we have attempted to diminish bias in several ways. First, we have collected data at brand locations -which enforces the requirement for familiarity with the brand location in Second Life.
Second, we implemented measures to reduce the incidence of 'alt' account abuse in surveys [5] .
However, we had no control over the demographic or other characteristics of the respondents.
Future research should attempt to further develop avatar survey bots and alternatives that allow for more sophisticated sampling techniques, including quota, stratified and cluster sampling.
Further, the sample of brands chosen for inclusions in the study also offers some limitations.
Although the varied brands demonstrate potential differences in brand value experience patterns, they are only a subset of the brands currently represented in Second Life.
The study has explicitly focused on real-life brands that have extended to Second Life. managed to achieve successful branding? While this study focused upon brands which had both a real-life and virtual life presence, it would be of merit to explore the similarities and differences between facets of the brand experience for brands which have a Virtual World and real-life presence and those that are offered purely as a virtual brand (v-brand). A final area of direct interest to the current study is to further explore consumer reactions aligned with their brand experiences such as customer satisfaction, customer loyalty, service quality and how can managers enhance their service experience design and delivery to enhance these outcomes.
In conclusion, Virtual Worlds offer a service platform for brand experiences that, while attempting to emulate some aspects of real-life experiences, appears quite dissimilar in many ways. The complexity of the service platform demands significant additional consideration from researchers and marketers alike to enable measurable brand experience value creation for Virtual World consumers, especially with respect to emotional value, which rates at the highest end of the brand value scale in terms of Hartman's axiological theory. Moving an existing real-life brand into the three-dimensional altered reality of the Virtual World is far more complex than many early movers anticipated, as the closure of Second Life operations of well-known brands such as Sears, Adidas, Reebok, AOL, Mercedes, American Apparel and Armani testify. Considerable further effort and understanding is required in redesigning existing and developing new brand experience models to fit the immersive, highly realistic, individualized and decidedly interactive nature of the service platform, its synthetic reality and that of its inhabitants. Obvious parallels come-to-mind with the early challenges of marketing on the Web in the 1990s and the "build it and they will come" mentality that became commonplace. Similarly, succeeding in Second Life will clearly require much more than a "flag in the ground." Axiological research models Note: all r's are significant at p< .001 Table 6 Results of PLS modeling with reflective indicators significance levels denoted by † (10%), * (5%), ** (1%) and *** (0.1%).
Table 8
Summary of formative brand value patterns
Item
Mercedes Armani Dell Hublot E-E * E-P E-L * P-E P-P *** P-L ** L-E * ** ** L-P *** *** *** * L-L Hypothesis 1 accepted rejected accepted accepted
Note: significance levels denoted by * (5%), ** (1%) and *** (0.1%).
